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ABSTRACT KEYWORDS

Restaurant safety measures have become a key concern for Restaurant safety measures;
customers since the beginning of the COVID-19 pandemic. The  perceived risk reduction;
pandemic has increased customers’ awareness and concern COVID-19 pandemic;
toward restaurants’ hygiene standards. This study investigated customer engagement and
the influence of restaurant safety measures on customer revisit gratification

intentions in the post-pandemic era with the mediating effect of

customer engagement, gratification, and perceived risk reduc-

tion. A quantitative survey-based study was conducted using

a structured questionnaire on 248 restaurant customers in

Penang and Selangor, Malaysia. The findings reveal that restau-

rant safety measures do not directly influence customer revisit

intentions. In contrast, customer engagement, gratification, and

perceived risk reduction positively mediate the relationship

between restaurant safety measures and customer revisit inten-

tions. This study provides significant theoretical and practical

implications by highlighting insights into how restaurant safety

measures trigger customers to revisit restaurants for the restau-

rant authorities in Malaysia.

Introduction

The COVID-19 pandemic triggered economic crises, financial imbalances, and
risks in each gross domestic product (GDP) sector, including the restaurant
industry, which shifted customers’” service expectations (Song et al., 2021). For
business continuity and customer satisfaction, restaurant authorities must ensure
that customers feel safe while having dining experiences by attaining operational
survival strategies and precautionary measurement practices in the post-pandemic
era (Sirimongkol, 2022). The sustainability of a restaurant heavily relies on
customer revisit intentions. These intentions can be achieved when customers
are satisfied with their prior experience (Rodriguez-Lopez et al., 2020).
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Malaysia provides various dining choices for customers, from traditional
hawker stalls to international food chains. The restaurant industry experienced
a revenue loss, primarily because of the operational restrictions imposed on
restaurants in 2020 - 2021 during the pandemic (Abhari et al., 2022).
However, the restaurant industry in Malaysia has recovered instantly because
of customers’ dining habits, the relaxation of restrictions and the reopening of
foreign borders in 2022 (Mahmood et al., 2022; Tjiptono et al., 2022).

Along with the instant recovery of the restaurant industry, several changes
have been observed in customers’ behavior regarding safety concerns and
selecting restaurants for their dining experience (Baba et al., 2023;
Mahmood et al., 2022). Despite this, concern about COVID-19 persists; the
Malaysian restaurant industry has implemented various initiatives to meet
customer expectations of safety precautions by enhancing health safety mea-
sures, consequently boosting customer revisit intentions.

In the post-COVID era, factors such as food quality, ambience, safety,
sanitation, and staff hygiene practices are crucial for customer satisfaction
and intentions to revisit restaurants, as highlighted by Sirimongkol (2022).
Moreover, maintaining higher cleanliness and safety standards is essential for
retaining and attracting new customers (Y. Y. Chang & Cheng, 2022).
However, further research is necessary in the Malaysian restaurant context
to understand how safety measures affect customer expectations and inten-
tions to revisit the restaurant.

The current study investigated the influence of restaurant safety measures
on customer revisit intentions with the mediating effect of customer engage-
ment, customer gratification, and perceived risk reduction. The study also
discusses subsequent aims to provide several significant practical implications
based on the approach to regulations for the restaurant industry and its
stakeholders in Malaysia.

Literature review
Restaurant safety measures and revisit intention

The post-pandemic scenario has significantly affected the restaurant industry
and customers’ expectations regarding service. To sustain the COVID-19
pandemic, restaurants focused on and developed several operational survival
strategies, including precautionary measurement practices (Zapata-Cuervo
et al., 2023). Before the onset of COVID-19, the primary focus for diners
revolved around food safety violations, leading to food-related diseases (Harris
et al., 2020). Following the pandemic, customers have reservations regarding
the potential transmission of the coronavirus during their interactions with
service providers, such as restaurants (Bove & Benoit, 2020). Similarly, restau-
rant owners are increasingly aware of this issue and are implementing safety
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protocols after sensing the sensitivity of the issue to ensure customer well-
being, safety, and social resilience.

Consequently, a growing focus has been on examining customers’ responses
to safety policies and regulations implemented in restaurants to mitigate the
risk of illness (Gkoumas, 2022). Customer’s health anxiety is highly correlated
with their food consumption intention. It positively affects their food con-
sumption intentions (Kurkcu et al., 2023).

This study focuses on post-pandemic diner behaviors, which can be
a proper response to perceived threats. It concerns the stimulus-organism-
response (SOR) framework, pointing at psycho-mechanisms that make food-
borne illnesses recognizable inside a restaurant (Ackerman et al., 2018). Using
the health belief model (HBM), Hartwell et al. (2024) studied 444 students
enrolled in undergraduate programs at universities in Brazil. They explained
a few aspects (risk susceptibility and risk severity) of customers’ efforts to
reduce disease risks and avoid adverse health outcomes. Risk susceptibility
indicates a customer’s perception of their susceptibility to the threat of being
ill. In contrast, risk severity is the customers’ perception of the extent of the
damage to their health due to consuming food.

The SOR model indicates that “people usually feel a thrill, delight, or control
by appealing rewards” (H. ]. Chang et al., 2011). Hence, they tend to engage in
pleasurable actions. These theories show that restaurant safety is not an
incorrect exaggeration but a reliable safety indicator. Fewer violations are
attributed to pandemic-related restrictions on field observations and infre-
quent health inspections. The decision to revisit a restaurant depends on
a customer’s sense of safety, security, and comfort.

Meanwhile, Lee et al. (2019) argued that revisit intention is critical for
businesses to sustain consistent performance. Revisit intention is generally
recognized as an essential behavioral intention utilized in marketing research.
Utilizing revisit strategies means interacting with present customers to lower
the expense of getting new ones (Sirimongkol, 2022). According to the HBM,
individuals who feel more at risk from COVID-19 may prefer restaurants and
cafes with strong safety policies. The existing studies identified a few factors
shaping customers’ decision-making (Gupta & Pande, 2023; Kung’u et al,,
2022).

Cleanliness and sanitation practices

Hygiene and well-being are significant in workplaces (Elkhwesky et al., 2019).
As such, the hospitality sector needs to adhere to hygiene protocols. According
to Selim et al. (2020), installing such practices as habits is imperative so that
enduring behavioral change can be achieved, thus promoting healthy societies.
The SOR model underscores those environmental stimuli, such as cleanliness
and sanitation, influence customers’ emotional states and subsequent
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behaviors (Mehrabian & Russell, 1974). Conversely, when individuals perceive
unpleasant stimuli, such as poor hygiene practices, it can trigger negative
emotional responses within the organism, leading to avoidance behaviors
(Judge & Larsen, 2001; Y. Liu et al,, 2023). Majeed and Ramkissoon (2020)
observed how the pandemic negatively impacted international restaurants,
leading to low wages and reduced employees. Rosemberg (2020) emphasized
prioritizing workforce health and safety during emergencies. Selim et al.
(2020) highlighted success stories of restaurants strictly following protocols
during the pandemic. Henderson and Ng (2004) suggested staff safety, emer-
gency procedures, health screening, and cleanliness to retain customers.
Restaurants also adopted sanitary laws and food safety procedures to resist
the COVID-19 pandemic (de Freitas & Stedefeldt, 2020). Gupta and Pande
(2023) revealed that restaurant hygiene precautions shape the customers’
attitude and their revisit intentions to the restaurant.

Staff hygiene practices

Customers often choose restaurants and other dining venues that match their
acceptable requirements for quality and affordability. At the same time, those
who pay scarcer attention to these aspects generally receive fewer customers
and lower revenues (Barber & Scarcelli, 2009). Furthermore, customers place
importance on such factors as “food choices, rates, timely service, and promo-
tional deals” when choosing a restaurant. HBM emphasizes that perceptions of
susceptibility and severity of health risks influence customers’ evaluation of
staff hygiene practices, affecting their dining decisions (Rosenstock, 2005).
These factors (which differ by person) motivate customers to visit a restaurant.
Odeyemi (2013) argued that customers’ beliefs toward hygiene are influenced
by cultural variety, restaurant cuisine, food safety, and the personal hygiene
habits of those who handle food. Picchioni et al. (2022) highlighted such
factors as cleanliness and staff hygiene as primary determinants of food quality
in catering businesses. The restaurant environment’s cleanliness, impacted by
pests, affects overall dining experiences. Keskin et al. (2024) mentioned that
the restaurant environment positively enhances customer loyalty and triggers
behavioral intention. When selecting restaurants, customers consider various
factors, including food tastes, quality, ingredients, variety, and presentation
(Van Embden et al., 2022). Surrounding factors, such as staff hygiene prac-
tices, décor, and ambience, significantly influence customer decision-making
(Kung'u et al., 2022).

Contactless services

The hospitality sector involves the delivery of services and the maintenance of
food safety regulations. Implementing and adopting sustainable practices can
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significantly enhance the effectiveness and establishment of a risk-free envir-
onment (Kim et al., 2021). The SOR framework suggests that introducing
contactless services can be a positive environmental stimulus, enhancing
customer satisfaction and encouraging revisit intentions (Mehrabian &
Russell, 1974). The recent global pandemic has significantly impacted indivi-
dual perspectives within the industry, leading top management to express
a willingness to integrate automation into their operational processes (S.-H.
Chen et al., 2021). Al-Zyoud (2023) identified restaurant hygiene and QR code
menu usage as essential predictors for customer re-dine intention in Jordanian
eateries and restaurants. Fuste-Forne (2021) further emphasized the chal-
lenges and potential of robots in restaurants, exploring their role in service
experiences and associated ethical concerns. S.-H. Chen et al. (2021) stressed
the benefits of robotics in enabling contactless customer interactions. Kim
et al. (2021) studied how customers perceive interactions with humans and
robots, noting a preference for robotic personnel influenced by perceived
danger, especially during global health crises. Chuah et al. (2022) found that
various values shape customers’ readiness for robotic restaurants.

H1: Safety measures (cleanliness and sanitation practices, staff hygiene prac-
tices and contactless services) significantly affect the revisit intentions behavior
of Malaysian diners.

Mediation relationships

Customer engagement

According to Hollebeek and Rather (2019), there are several concepts of
customer involvement in the literature, including cognitive, emotional, and
behavioral components. Existing research has focused on the attitudes and
actions of customers after they make a purchase. However, a few scholars have
contended that customer engagement is a psychological state resulting from
contact with a primary item. The SOR model posits that such contact (stimuli)
leads to internal processing (organism) and results in behavioral outcomes
(response), indicating that customer engagement is influenced by their inter-
action with environmental factors (Mehrabian & Russell, 1974). Only a few
studies have drawn attention to the association between customer satisfaction
and customer engagement (Torres & Kline, 2013) and revisit intentions (Hui
et al., 2007). Likewise, Hui et al. (2007) observed a significant association
between customer involvement and revisit intentions of diners. Indeed, if
a restaurant is perceived as good, more time would be spent there (Nusairat
et al., 2020). The Health Belief Model (HBM) suggests that perceived benefits
and barriers of health-related actions can significantly influence customer
engagement and revisit intentions, especially during a pandemic
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(Rosenstock, 2005). However, there is no empirical support for the idea that
customer interaction may mediate the relationship between safety measure-
ment and revisit intentions. The existing literature lacks evidence for the
connection between safety measures and revisit intentions in the restaurant
industry (Hollebeek & Rather, 2019; Rather et al., 2022). While it has been
suggested that providing safety, especially in the face of health challenges, is
crucial (Bae & Chang, 2020), the direct link between safety measures and
revisit intentions requires further exploration. The SOR framework indicates
that environmental stimuli such as safety measures can directly affect emo-
tional responses, influencing behaviors such as revisit intentions (Mehrabian
& Russell, 1974). Health-related crises impacting restaurant businesses glob-
ally underscore the need for understanding this relationship. In line with the
HBM, customers who perceive higher susceptibility and severity of health risks
are more likely to be influenced by a restaurant’s safety measures, affecting
their engagement and revisit intentions (Rosenstock, 2005). Despite the recog-
nized connection between customer involvement and intentions to revisit
(Hui et al., 2007), empirical support for the mediating role of customer
engagement in the safety measures - revisit intentions link must be included
in the literature.

H2: Customer engagement significantly mediates between safety measures and
revisits the intentions and behavior of diners in Malaysia.

Customer gratification

Gratification refers to a favorable emotional reaction or contentment that
arises from attaining a specific desire (Katz et al., 1974). Customers seek
personal psychological gratification by patronizing a food establishment to
indulge in its specialized offerings. When engaging in such activities,
a customer undergoes a sequence of gratification processes. Parker and
Mathews (2001) posited that pre- and post-consumption expectancy have
been identified as contributing factors. This notion can also be applied to
the context of pre- and post-COVID outcomes. The SOR model explains how
environmental factors, such as restaurant safety measures, can create an
emotional state in customers that leads to a behavioral response, such as
revisiting the restaurant (Mehrabian & Russell, 1974).

Cronin et al. (2000) emphasized the significance of customer experience
and perception in dining. Despite this, current research on dining experiences,
satisfaction, and revisit intentions needs more conclusive findings. According
to the HBM, customers’ perceptions of the susceptibility and severity of health
risks influence their dining decisions, which are crucial for understanding the
relationship between safety measures and revisiting intentions (Rosenstock,
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2005). C.-F. Chen and Tsai (2007) argued that positive perceptions impact
customer gratifications and revisit intentions. Kozak and Rimmington (2000)
noted that customer satisfaction influences repeat patronage. The link between
brand loyalty and repurchase, as established in previous research (Hui et al.,
2007), may differ in the case of safety — particularly in such health emergencies
as global pandemics. The SOR model emphasizes that positive environmental
stimuli, such as robust safety measures, enhance customers’ emotional states,
increasing satisfaction and loyalty (H. J. Chang et al., 2011).

Comprehending the association between safety measures and revisit inten-
tions, considering customer gratification, could address satisfaction’s impact
on the dining experience and revisit intention. According to Hui et al. (2007),
food service providers must prioritize product quality, services, and robust
safety measures to boost dining experience and profitability. Furthermore, the
HBM implies that when customers perceive high risks, they are more likely to
choose establishments with robust safety protocols, affecting their revisit
intentions (Ko et al., 2023). This enhances customer retention and opens
avenues for more significant investment opportunities.

H3: Customer gratification significantly mediates between safety measures
and revisits the intentions and behavior of diners in Malaysia.

Perceived risk reduction

The phenomenon of perceived risk reduction elucidates the strategies custo-
mers employ to mitigate the potential adverse outcomes of their purchase
decisions (Joo et al., 2021). Perceived risk in customer behavior anticipates
adverse outcomes, specifically health hazards (Sweeney et al., 1999). Such risks
arise from the uncertain impacts of actions and experiences (Pillai et al., 2022).
Acuti et al. (2019) pointed out a persistent gap in addressing the potential of
perceived risk as an intermediary between safety measures and revisiting
intentions. According to the Health Belief Model (HBM), perceived risk
plays a crucial role in influencing customers’ decisions regarding safety mea-
sures in restaurants (Rosenstock, 2005). Customers’ perceptions of suscept-
ibility and severity of health risks can significantly affect their satisfaction and
revisit intentions (Lo et al., 2024). Lacey et al. (2009) and Wen and Kwon
(2017) emphasized the importance of perceived risk in customer retention.
The SOR model suggests that perceived risk is a stimulus that can evoke
emotional responses and influence behavioral intentions in restaurant settings
(Mehrabian & Russell, 1974). Expert evaluations are risk mitigators, lowering
clients’ risk perceptions (Huifeng et al., 2020). Studied extensively, perceived
risk pertains to customer perceptions of potential challenges in purchasing
(Dowling & Staelin, 1994). Addressing customer concerns about risks can
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positively relate to behavioral intention. Prioritizing product quality, services,
and robust safety measures are crucial for food service providers, impacting
customer revisit intentions and enhancing business profitability for more
significant investment opportunities.

H4: Perceived risk reduction significantly mediates between safety measures
and revisits the intentions and behavior of diners in Malaysia.

Methodology

The methodology section of a research study holds notable significance as it
provides clear insights into the sources of measurement items, questionnaire
translation processes, sample sizes, sampling, and data collection procedures.

Measurement items and questionnaire development

The restaurant’s safety measures (RSM) consist of five measurement items
adapted from Jeong et al. (2022). In addition, measurement items for the
mediating variables, customer engagement (CE; four items), customer gratifi-
cation (CG; four items), and perceived risk reduction (PRR; three items) were
adapted from P. Liu and Tse (2018) and Hui et al. (2007); Alhassan et al. (2020)
and Y. C. Wang and Lang (2019); and Hakim et al. (2021), respectively.
Furthermore, three measurement items were employed to measure revisit
intentions (RI), adapted from Kusumawati et al. (2020). Appendix 1 presents
all the measurement items. Moreover, three attention check questions were
included in the questionnaire, adapted from Pei et al. (2020) (see Appendix 2).

Following Brislin’s (1970) recommendation, the back-translation method
was employed to translate the English questionnaire into Bahasa Melayu.
Initially, one translator translated the questionnaire into Bahasa Melayu, and
another translated it back into English. The differences were then compared
and addressed. Pre-testing involved two academics and two industry profes-
sionals, leading to minor modifications. The questionnaire was then subjected
to a pilot test involving 30 respondents, confirming its robustness and appro-
priateness for the intended research (Teresi et al., 2022). The present study is
survey-based and follows a deductive approach.

Research area and target population

Malaysian restaurant customers who have visited restaurants for dining in the
post-COVID era and above 18 were the study’s target population. Due to their
unique culinary landscapes, data were collected physically from two states of
Malaysia, Penang and Selangor. Penang, known as the “food paradise” of
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Malaysia, offers a diverse array of local and international cuisines (Jung, 2018).
Meanwhile, with its dynamic restaurant sector, Selangor reflects Malaysia’s
multiethnic society through its wide range of dining options, including tradi-
tional hawker stalls and international franchises (Lee et al., 2019a). This
selection allows for a comprehensive understanding of customer behaviors
and preferences in different culinary environments within Malaysia.

Sample size, sampling technique and data collection

The inverse square root method determined a minimum sample size of 160. It
is a widely adopted technique for estimating minimum sample size in PLS-
SEM, as Hair et al. (2021) and Kock and Hadaya (2018) recommended. The
study adopted a non-probability and judgmental sampling method. 284 ques-
tionnaires were collected from the 10" of June 2023 to the 10% of
September 2023, making this study cross-sectional. Respondents who failed
to provide the right answer to the attention check questions and straight-lining
and zig-zag lining responses were excluded. After data screening, 248 samples
were taken for the data analysis, which satisfied the threshold of minimum
number of sample size determined by the inverse square root method (Kock &
Hadaya, 2018).

Common method bias (CMB)

Podsakoff et al. (2012) recommend the use of the partial correlation method by
employing marker variables that are unrelated or social desirability items. The
present study used unrelated marker variables to assess the Common Method
Bias (CMB). The model employed the difference in the R? value of the
endogenous variable with and without marker variables. The significant dif-
ference in the R? value indicates the presence of CMB. The statistical output
reveals the R” values with and without marker variables as 0.692 and 0.675,
respectively, indicating no issues with CMB.

Results and findings
Respondents’ demographic profile analysis and interpretation

The demographic profile of the respondents (see Table 1) illustrates that the
participation of male and female were 57.26% and 42.74%, respectively. In
addition, the majority of the respondents were 25-34 years old (46.77%),
followed by 18-24 years old (21.37%), 35-44 years old (12.50%), 45-54 years
old (10.89%), and 55years and above (8.47%). Additionally, most of the
respondents were married (61.29%), followed by single (31.85%), and others
(6.86%). Furthermore, most respondents hold an undergraduate degree
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Table 1. Demographic profile of the respondents.

Variables Category Frequency Percentage
Gender Male 142 57.26
Female 106 42.74
Age (In Years) 18-24 53 21.37
25-34 116 46.77
35-44 31 12.50
45-54 27 10.89
55 and above 21 8.47
Marital Status Single 79 31.85
Married 152 61.29
Others 17 6.86
Level of Education Primary 16 6.45
High School 49 19.76
Undergraduate 128 51.61
Graduate 44 17.74
Others 1 444
Month Income in MYR (Malaysian Ringgit) Below 2000 MYR 51 20.56
2000-4000 MYR 113 45.56
4001-6000 MYR 45 18.15
6001-8000 MYR 28 11.29
8001 -10,000 MYR 09 3.63
Above 10,000 MYR 02 0.81

(51.61%). Moreover, most respondents claimed their monthly salary was in
the range of 2,000-4,000 MYR (45.56%).

Measurement model assessment and interpretation

Figure 1 illustrates five reflective (restaurant safety measures, customer
engagement, customer gratification, perceived risk reduction, and revisit
intentions) constructs. The authors evaluated the reliability and convergent
validity of the measurement models by the examination of their outer loading,
composite reliability (CR), Cronbach’s alpha (CA), and average variance
extracted (AVE) (see Table 2). The statistical outcome indicates that other
than the loading value of RSM5, all item loading, CA, and CR values were
above 0.7, and the AVE values were above 0.5, which is greater than the
suggested threshold (Hair et al., 2019, 2021). This indicates that the construct

H1
Customer
Engagement T H2 l
Restaurant’s
Customer Revisit
Safety e .
Gratification Intentions
Measures
’ Perceived Risk Ha
Reduction -

Figure 1. Conceptual research framework.
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Table 2. Construct reliability and convergent validity.

Constructs Items Loading CR CA AVE

Customer CE1 0.806 0.848 0.898 0.688
Engagement CE2 0.849
CE3 0.871
CE4 0.787

Customer CG1 0.899 0.927 0.948 0.821
Gratification CG2 0.913
CG3 0.915
CG4 0.896

Perceived Risk Reduction PRR1 0.939 0.922 0.951 0.866
PRR2 0.933
PRR3 0.919

Revisit Intentions RI 0.903 0.847 0.907 0.766
RI2 0.866
RI3 0.855

Restaurant Safety RSM1 0.900 0.909 0.934 0.740
Measures RSM2 0.896
RSM3 0.890
RSM4 0.910
RSM5 0.684

Table 3a. Discriminant validity result (fornell-larcker criterion).
Fornell-Larcker criterion

Construct CE CG PRR RI RSM
CE 0.829

CG 0.665 0.906

PRR 0.762 0.608 0.930

RI 0.759 0.694 0.730 0.875

RSM 0.772 0.715 0.731 0.695 0.860

Table 3b. Discriminant Validity Result (Heterotrait-Monotrait Ratio (HTMT) — Matrix).
Heterotrait-monotrait Ratio (HTMT) - Matrix

Construct CE CG PRR RI RSM
CE -

CG 0.751

PRR 0.857 0.657

RI 0.890 0.782 0.825

RSM 0.886 0.778 0.794 0.786

and convergent reliability were achieved. RSM5 was not excluded from the
present study because of its higher reliability. Moreover, the discriminant
validity was assessed through the Fornell-Larcker criterion and Heterotrait-
Monotrait ratio (HTMT) - Matrix (see Tables 3a,b). Table 3a shows that each
construct’s square root of the residual AVE exceeded the correlation values in
the respective rows and columns, indicating satisfactory discriminant validity
(Fornell & Larcker, 1981). Moreover, Table 3b indicates that the HTMT values
were lower than 0.9, which did not exceed the recommended threshold, thus
indicating satisfactory discriminant validity (Henseler et al., 2015).
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Table 4. Result of structural model assessment.

Original

Hypothesis Relationship Sample T Statistics Pvalue Remarks f  InnerVIF R* Q2
H1 RSM -> RI 0.033 0.374 0.685 Rejected 0.001 3.295 0.675 0.478
H2 RSM -> CE -> 0.258 4.986 0.000 Supported N/A  N/A

RI
H3 RSM -> CG -> 0.197 3.682 0.000 Supported N/A  N/A

RI
H4 RSM -> PRR -> 0.208 4272 0.000 Supported N/A  N/A

RI

Structural model assessment and interpretation

After evaluating the measurement model, the structural model was assessed
through the coefficient of determination (R?), effect size (), multicollinearity
test (inner VIF), predictive relevancy (Q?), and hypotheses tests. As per Hair
et al. (2021), the R?* value (0.675) indicated a good predictive power in the
model, as shown in Table 4. Correspondingly, the Stone - Geisser (Q?) value
was 0.478 for revisit intentions. The outcomes can be deemed both satisfactory
and meaningful due to the values significantly exceeding zero (Hair et al,
2019). Moreover, the inner VIF values were 3.295, thus indicating the non-
appearance of a multicollinearity issue. In contrast, the f* value showed a lower
effect between RSM and RI. In addition, the authors also conducted
a bootstrapping analysis using Smart-PLS (version 4.0.9.2) to assess the statis-
tical significance of the path coefficient, employing 5,000 subsamples of 248

CE1 CE2 CE3 CE4 C61 ) 63 c64
24925 39‘{‘ ";‘55 2123% 50152 34290 64933 54 090

C6
RSM1 s 5 RIt
RSM2 63689 60.404
v
50.426
Yl
RSM3 46708 0.685 > U0 R
o140 -
RSMA 1405  RSM RI
RI3

RSM5

ARR\ N\

0T 1574 59764

v

PRR1 PRR2 PRR3

Figure 2. Bootstrapping outcome with P value.
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sample sizes. Hair et al. (2021) recommended that a hypothesis can be
supported when the t-value is above 1.96 and lower than 0.05. The statistical
results indicate that there is no significant relationship between the restau-
rant’s safety measures and revisit intentions, as evidenced (Table 4 and
Figure 2) by the low t-value (0.374) and high p-value (0.685). Thus, H1 is
rejected. However, the mediating roles of customer engagement, gratification,
and perceived risk reduction in the relationship between a restaurant’s safety
measures and revisit intentions were found to be significant due to their high
t-values (4.986, 3.682, and 4.272) and low p-values (0.000). Therefore, H2, H3,
and H4 are supported.

Discussion

The results revealed no direct link between restaurant safety measures and
customer revisit intentions. The study focused on cleanliness, staft hygiene,
and contactless services, which are essential for customer well-being. However,
the findings indicated no direct relationship between restaurant safety mea-
surement and customer revisit intentions. Therefore, H1 was not supported
(t-value 0.374; p-value 0.685). Sirimongkol (2022) stated that a restaurant’s
service quality is highly related to its level of cleanliness and staff hygiene.
Despite their importance, the findings indicated that these safety measures
only partially influence customers’ revisit decisions. Cleanliness and staff
hygiene build trust and engagement with the restaurant brand, eventually
influencing revisit intentions. Furthermore, H2 was supported (t-value 4.986
and p-value 0.000), indicating that customer engagement mediates the rela-
tionship between restaurant safety measures and revisit intentions. The find-
ings illustrate that safety measurements enhance customer engagement with
the restaurant by generating brand awareness, trust, and loyalty, eventually
triggering customer revisit intentions. The study emphasizes the significance
of implementing standard and proper safety measures in restaurants to boost
customer engagement and revisit intentions.

H3 was also supported (t-value 3.682 and p-value .000), showing that
customer gratification mediates the relationship between restaurant safety
measures and revisit intention. From a diner’s perspective, customer grati-
fication is the highest satisfaction (related to a restaurant’s products and
services) that customers can have. The findings suggest that the restaurant
safety measurement increases customers’ satisfaction with the product/ser-
vice, leading to customer revisit intentions. Huete-Alcocer and Hernandez-
Rojas (2022) argued that safety considerations are crucial in customer
satisfaction, brand loyalty generation, and revisiting intentions. It is worth
noting that safety initiatives are fundamental in boosting customer satisfac-
tion and influencing a customer’s return to a restaurant. Moreover, H4 was
also supported (t-value 4.272 and p-value 0.000), indicating that perceived
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risk reduction mediates the link between safe restaurants and revisit inten-
tions. This demonstrates the significance of safety precautions in customers’
reduced perceived risk about the restaurant and increased intention to
return. Karagoz et al. (2023) concluded that high-risk perceptions negatively
influence individuals’ revisit intentions. Safety and sanitation promote tour-
ist satisfaction, reduce customer risk perception, and enhance the probability
of returning (J. V. Chen et al., 2017; Rather, 2021). Furthermore, perceived
risk reductions act as intermediate mechanisms between safety actions and
customer intentions. Further, as per de Rooij et al. (2022), safety measures
adopted by the destination authority significantly correlate with tourist
intentions to revisit a destination. In this case, higher safety measures lead
to an assumption of low risks, thereby boosting the chances of returning
visitors.

Theoretical implications

The research contributes significantly to the theoretical underpinnings of
restaurant customer revisit intentions and restaurant authorities’ implemen-
ted safety measures in the post-COVID era by incorporating the Stimulus-
Organism-Response (SOR) Theory and Health Belief Model (HBM) in
Malaysian restaurants context. HBM focuses primarily on individual percep-
tions and beliefs about health threats and benefits. For instance, Haddad and
Ngah (2024) have used HBM to assess the food safety behaviors of restaurant
customers in Jordan based on perceived severity and susceptibility.
Moreover, Huang et al. (2020) predicted the travelers’ satisfaction and
M. Wang et al. (2021) based on an individual’s perception, which are internal
factors. The S-O-R framework acknowledges that behavior is not solely
determined by individual beliefs but also by the interaction between stimuli,
internal processes, and responses. The S-O-R framework takes a broader
view, considering internal and external factors that influence behavior.
Therefore, to fill this gap, this research has engaged the two theories, SOR
with HBM, to assess the restaurants’ customer revisit intentions by including
the mediating effect of customer engagement, customer gratification, and
perceived risk reduction.

Practical implications

The study holds practical implications for restaurant authorities in
Malaysia, emphasizing the imperative of prioritizing a comprehensive
approach to safety measures. This approach should include sanitation,
ventilation, and transparent communication of protocols, particularly in
the post-COVID era, to encourage customer revisit intentions. While
cleanliness, contactless payment and staff hygiene are foundational, they
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alone may not sway customers’ decisions to return. Thus, adopting
a holistic safety strategy is essential, as it cultivates confidence among
patrons, nurturing a feeling of security that incentivizes repeat visits.

Restaurant authorities should take initiatives that facilitate meaningful
customer interactions, including personalized communication and inter-
active experiences. Active engagement between customers and restaurants
will create bonding, foster loyalty, and boost the likelihood of return
visits. Thus, restaurant authorities in Malaysia should pay intense atten-
tion to customer engagement, resulting in a link between safety measures
and revisit intentions, bridging the gap between perceived safety and
customers. This initiative will improve trust between customers and the
restaurants, and customers will feel secure and have a pleasurable dining
experience.

Conclusion, limitations, and future research directions

The present study explored the evolving landscape of the Malaysian restaurant
industry in the post-pandemic period. The study investigated the influence of
restaurant safety measures on customer revisit intentions, considering the
mediating variables of customer engagement, customer gratification, and
perceived risk reduction. The findings suggest that restaurant safety measures
positively influence customer engagement, customer gratification, and per-
ceived risk reduction, ultimately triggering customers to return to a restaurant.
Moreover, the findings shed light on numerous important insights, unveiling
profound theoretical implications and valuable practical considerations for the
restaurant industry and its stakeholders.

Despite its valuable implications, this study has limitations. The sample size
of 248 from 2 Malaysian states may limit its generalizability. Accordingly,
future research should encompass a broader population and diverse regions.
Expanding to international contexts and exploring cultural differences would
enhance cross-cultural applicability. The study’s cross-sectional nature calls
for future longitudinal research for greater generalizability. Exclusive focus on
restaurants may limit applicability to other hospitality segments. Future
research avenues could delve into the influence of safety measures on custo-
mer behavior across the hospitality industry, examining the role of employees
and integrating technology into experiences across the sector.

Disclosure statement

No potential conflict of interest was reported by the author(s).



16 J. KUMAR ET AL.

ORCID

Jeetesh Kumar () http://orcid.org/0000-0001-9878-1228
Md. Tariqul Islam () http://orcid.org/0000-0002-7367-2989
Wagas Mehmood () http://orcid.org/0000-0002-7975-220X
Gopinath Sangaran () http://orcid.org/0000-0002-1752-5909

References

Abhari, S., Jalali, A., Jaafar, M., & Tajaddini, R. (2022). The impact of covid-19 pandemic on
small businesses in tourism and hospitality industry in Malaysia. Journal of Research in
Marketing and Entrepreneurship, 24(1), 75-91. https://doi.org/10.1108/JRME-07-2020-0091

Ackerman, J. M., Hill, S. E., & Murray, D. R. (2018). The behavioral immune system: Current
concerns and future directions. Social and Personality Psychology Compass, 12(2), e12371.
https://doi.org/10.1111/spc3.12371

Acuti, D., Mazzoli, V., Grazzini, L., & Rinaldi, R. (2019). New patterns in wine consumption:
The wine by the glass trend. British Food Journal, 122(8), 2655-2669. https://doi.org/10.
1108/BFJ-04-2019-0299

Alhassan, M. D., Kolog, E. A., & Boateng, R. (2020). Effect of gratification on user attitude and
continuance use of mobile payment services: A developing country context. Journal of
Systems & Information Technology, 22(4), 351-378. https://doi.org/10.1108/JSIT-01-2020-
0010

Al-Zyoud, M. F. (2023). Fresh mindset, hygiene perception, QR code menu, and intention to
re-dine among Jordanian customers. Journal of Foodservice Business Research, 1-16. https://
doi.org/10.1080/15378020.2023.2214068

Baba, N., Hanafiah, M. H., Mohd Shahril, A., & Zulkifly, M. I. (2023). Investigating customer
acceptance, usage, trust, and perceived safety risk of self-ordering kiosk technology in
Malaysian quick-service restaurants during COVID-19 pandemic. Journal of Hospitality ¢
Tourism Technology, 14(3), 309-329. https://doi.org/10.1108/JHTT-08-2021-0226

Bae, S. Y., & Chang, P. J. (2020). The effect of coronavirus disease-19 (COVID-19) risk
perception on behavioural intention towards ‘untact’tourism in South Korea during the
first wave of the pandemic (March 2020). Current Issues in Tourism, 24(7), 1017-1035.
https://doi.org/10.1080/13683500.2020.1798895

Barber, N., & Scarcelli, J. M. (2009). Clean restrooms: How important are they to restaurant
customers? Journal of Foodservice, 20(6), 309-320. https://doi.org/10.1111/j.1748-0159.2009.
00155.x

Bove, L. L., & Benoit, S. (2020). Restrict, clean and protect: Signalling customer safety during
the pandemic and beyond. Journal of Service Management, 31(6), 1185-1202. https://doi.
org/10.1108/JOSM-05-2020-0157

Brislin, R. W. (1970). Back-translation for cross-cultural research. Journal of Cross-Cultural
Psychology, 1(3), 185-216. https://doi.org/10.1177/135910457000100301

Chang, H. J., Eckman, M., & Yan, R. N. (2011). Application of the stimulus-organism-response
model to the retail environment: The role of hedonic motivation in impulse buying
behavior. The International Review of Retail, Distribution and Customer Research, 21(3),
233-249. https://doi.org/10.1080/09593969.2011.578798

Chang, Y. Y., & Cheng, C. C. (2022). New insights into the measurement model of a new scale
for evaluating restaurant service quality during major infectious disease outbreaks.
International Journal of Contemporary Hospitality Management, 34(5), 1629-1648. https://
doi.org/10.1108/IJCHM-06-2021-0772


https://doi.org/10.1108/JRME-07-2020-0091
https://doi.org/10.1111/spc3.12371
https://doi.org/10.1111/spc3.12371
https://doi.org/10.1108/BFJ-04-2019-0299
https://doi.org/10.1108/BFJ-04-2019-0299
https://doi.org/10.1108/JSIT-01-2020-0010
https://doi.org/10.1108/JSIT-01-2020-0010
https://doi.org/10.1080/15378020.2023.2214068
https://doi.org/10.1080/15378020.2023.2214068
https://doi.org/10.1108/JHTT-08-2021-0226
https://doi.org/10.1080/13683500.2020.1798895
https://doi.org/10.1080/13683500.2020.1798895
https://doi.org/10.1111/j.1748-0159.2009.00155.x
https://doi.org/10.1111/j.1748-0159.2009.00155.x
https://doi.org/10.1108/JOSM-05-2020-0157
https://doi.org/10.1108/JOSM-05-2020-0157
https://doi.org/10.1177/135910457000100301
https://doi.org/10.1080/09593969.2011.578798
https://doi.org/10.1108/IJCHM-06-2021-0772
https://doi.org/10.1108/IJCHM-06-2021-0772

JOURNAL OF FOODSERVICE BUSINESS RESEARCH 17

Chen, C.-F., & Tsai, D. (2007). How destination image and evaluative factors affect behavioral
intentions? Tourism Management, 28(4), 1115-1122. https://doi.org/10.1016/j.tourman.
2006.07.007

Chen, J. V., Htaik, S., Hiele, T. M., & Chen, C. (2017). Investigating international tourists’
intention to revisit Myanmar based on need gratification, flow experience and perceived
risk. Journal of Quality Assurance in Hospitality & Tourism, 18(1), 25-44. https://doi.org/10.
1080/1528008X.2015.1133367

Chen, S.-H., Tzeng, S.-Y., Tham, A., & Chu, P.-X. (2021). Hospitality services in the post
COVID-19 era: Are we ready for high-tech and no touch service delivery in smart hotels?
Journal of Hospitality Marketing and Management, 30(8), 905-928. https://doi.org/10.1080/
19368623.2021.1916669

Chuah, S. H.-W., Aw, E. C.-X,, & Cheng, C.-F. (2022). A silver lining in the COVID-19 cloud:
Examining customers’ value perceptions, willingness to use and pay more for robotic
restaurants. Journal of Hospitality Marketing and Management, 31(1), 49-76. https://doi.
0rg/10.1080/19368623.2021.1926038

Cronin, J. J., Jr., Brady, M. K., & Hult, G. T. M. (2000). Assessing the effects of quality, value,
and customer satisfaction on customer behavioral intentions in service environments.
Journal of Retailing, 76(2), 193-218. https://doi.org/10.1016/S0022-4359(00)00028-2

de Freitas, R. S. G., & Stedefeldt, E. (2020). COVID-19 pandemic underlines the need to build
resilience in commercial restaurants’ food safety. Food Research International, 136, 109472.
https://doi.org/10.1016/j.foodres.2020.109472

de Rooij, P., van Liempt, A., & van Bendegom, C. (2022). Should we stay, or should we go? The
influence of risk perceptions on revisit intentions to cultural heritage during the COVID-19
pandemic. Journal of Heritage Tourism, 17(4), 431-447. https://doi.org/10.1080/1743873X.
2022.2061355

Dowling, G. R., & Staelin, R. (1994). A model of perceived risk and intended risk-handling
activity. Journal of Customer Research, 21(1), 119-134. https://doi.org/10.1086/209386

Elkhwesky, Z., Salem, I. E., & Barakat, M. (2019). Diversity management in hotels: The
moderating role of empowerment and capability development. Journal of Hospitality and
Tourism Insights, 2(2), 166-185. https://doi.org/10.1108/JHTI-09-2018-0058

Fornell, C., & Larcker, D. F. (1981). Structural equation models with unobservable variables
and measurement error: Algebra and statistics. Journal of Marketing Research, 18(3),
382-388. https://doi.org/10.1177/002224378101800313

Fuste-Forne, F. (2021). Robot chefs in gastronomy tourism: What’s on the menu? Tourism
Management Perspectives, 37, 100774. https://doi.org/10.1016/j.tmp.2020.100774

Gkoumas, A. (2022). Developing an indicative model for preserving restaurant viability during
the COVID-19 crisis. Tourism and Hospitality Research, 22(1), 18-31. https://doi.org/10.
1177/1467358421998057

Gupta, K. P., & Pande, S. (2023). Understanding generation Z customers’ revisit intentions to
robotic service restaurants. Young Customers, 24(3), 331-351. https://doi.org/10.1108/YC-
09-2022-1598

Haddad, A., & Ngah, A. (2024). Testing health belief model on food safety behaviour in
Jordanian restaurants: The moderating effect of willingness to comply. Uncertain Supply
Chain Management, 12(2), 1225-1240. https://doi.org/10.5267/j.uscm.2023.11.013

Hair, J. F., Jr., Hult, G. T. M,, Ringle, C. M., Sarstedt, M., Danks, N. P., & Ray, S. (2021). An
introduction to structural equation modeling. In Partial least squares structural equation
modeling (PLS-SEM) using R. classroom companion: Business. Springer. https://doi.org/10.
1007/978-3-030-80519-7_1


https://doi.org/10.1016/j.tourman.2006.07.007
https://doi.org/10.1016/j.tourman.2006.07.007
https://doi.org/10.1080/1528008X.2015.1133367
https://doi.org/10.1080/1528008X.2015.1133367
https://doi.org/10.1080/19368623.2021.1916669
https://doi.org/10.1080/19368623.2021.1916669
https://doi.org/10.1080/19368623.2021.1926038
https://doi.org/10.1080/19368623.2021.1926038
https://doi.org/10.1016/S0022-4359(00)00028-2
https://doi.org/10.1016/j.foodres.2020.109472
https://doi.org/10.1016/j.foodres.2020.109472
https://doi.org/10.1080/1743873X.2022.2061355
https://doi.org/10.1080/1743873X.2022.2061355
https://doi.org/10.1086/209386
https://doi.org/10.1108/JHTI-09-2018-0058
https://doi.org/10.1177/002224378101800313
https://doi.org/10.1016/j.tmp.2020.100774
https://doi.org/10.1177/1467358421998057
https://doi.org/10.1177/1467358421998057
https://doi.org/10.1108/YC-09-2022-1598
https://doi.org/10.1108/YC-09-2022-1598
https://doi.org/10.5267/j.uscm.2023.11.013
https://doi.org/10.1007/978-3-030-80519-7_1
https://doi.org/10.1007/978-3-030-80519-7_1

18 J. KUMAR ET AL.

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how to report the
results of PLS-SEM. European Business Review, 31(1), 2-24. https://doi.org/10.1108/EBR-
11-2018-0203

Hakim, M. P., Zanetta, L. D. A., & da Cunha, D. T. (2021). Should I stay, or should I go?
customers’ perceived risk and intention to visit restaurants during the COVID-19 pandemic
in Brazil. Food Research International, 141, 110152. https://doi.org/10.1016/j.foodres.2021.
110152

Harris, K., Depietro, R. B, Klein, J., & Jin, D. (2020). The impact of social norms and risk
assessment on diners’ reaction to food safety concerns in restaurants. Journal of Foodservice
Business Research, 23(5), 377-400. https://doi.org/10.1080/15378020.2020.1765947

Hartwell, H., Bray, J., Lavrushkina, N., Lacey, J., Rodrigues, V. M., Fernandes, A. C.,
Bernardo, G. L., Martinelli, S. S., Cavalli, S. B., & Proenca, R. P. D. C. (2024). Identifying
key factors that encourage vegetable intake by young adults: Using the health belief model.
British Food Journal, 126(1), 453-470. https://doi.org/10.1108/BF]J-10-2022-0905

Henderson, J. C., & Ng, A. (2004). Responding to crisis: Severe acute respiratory syndrome
(SARS) and hotels in Singapore. International Journal of Tourism Research, 6(6), 411-419.
https://doi.org/10.1002/jtr.505

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing discriminant
validity in variance-based structural equation modelling. Journal of the Academy of
Marketing Science, 43(1), 115-135. https://doi.org/10.1007/s11747-014-0403-8

Hollebeek, L., & Rather, R. A. (2019). Service innovativeness and tourism customer outcomes.
International Journal of Contemporary Hospitality Management, 31(11), 4227-4246. https://
doi.org/10.1108/IJCHM-03-2018-0256

Huang, X, Dai, S., & Xu, H. (2020). Predicting tourists” health risk preventative behaviour and
travelling satisfaction in Tibet: Combining the theory of planned behaviour and health belief
model. Tourism Management Perspectives, 33, 100589. https://doi.org/10.1016/j.tmp.2019.
100589

Huete-Alcocer, N., & Hernandez-Rojas, R. D. (2022). Do SARS-CoV-2 safety measures affect
visitors experience of traditional gastronomy, destination image and loyalty to a world
heritage city? Journal of Retailing and Customer Services, 69, 103095. https://doi.org/10.
1016/j.jretconser.2022.103095

Hui, T. K., Wan, D., & Ho, A. (2007). Tourists” satisfaction, recommendation and revisiting
Singapore. Tourism Management, 28(4), 965-975. https://doi.org/10.1016/j.tourman.2006.
08.008

Huifeng, P., Ha, H.-Y., & Lee, J.-W. (2020). Perceived risks and restaurant visit intentions in
China: Do online customer reviews matter? Journal of Hospitality & Tourism Management,
43, 179-189. https://doi.org/10.1016/j.jhtm.2020.04.005

Jeong, M., Kim, K., Ma, F., & DiPietro, R. (2022). Key factors driving customers’ restaurant
dining behavior during the COVID-19 pandemic. International Journal of Contemporary
Hospitality Management, 34(2), 836-858. https://doi.org/10.1108/[JCHM-07-2021-0831

Joo, D., Xu, W, Lee, J., Lee, C.-K., & Woosnam, K. M. (2021). Residents’ perceived risk,
emotional solidarity, and support for tourism amidst the COVID-19 pandemic. Journal of
Destination Marketing & Management, 19, 100553. https://doi.org/10.1016/j.jdmm.2021.
100553

Judge, T. A., & Larsen, R. J. (2001). Dispositional affect and job satisfaction: A review and
theoretical extension. Organizational Behavior and Human Decision Processes, 86(1), 67-98.
https://doi.org/10.1006/0bhd.2001.2973

Jung, S. (2018, September 21). The best things to eat in Penang, Malaysia’s food paradise -
Hokkien Mee, Char Kway Teow, Nyonya Kuih and more. Retrieved April 3, 2024, from


https://doi.org/10.1108/EBR-11-2018-0203
https://doi.org/10.1108/EBR-11-2018-0203
https://doi.org/10.1016/j.foodres.2021.110152
https://doi.org/10.1016/j.foodres.2021.110152
https://doi.org/10.1080/15378020.2020.1765947
https://doi.org/10.1108/BFJ-10-2022-0905
https://doi.org/10.1002/jtr.505
https://doi.org/10.1002/jtr.505
https://doi.org/10.1007/s11747-014-0403-8
https://doi.org/10.1108/IJCHM-03-2018-0256
https://doi.org/10.1108/IJCHM-03-2018-0256
https://doi.org/10.1016/j.tmp.2019.100589
https://doi.org/10.1016/j.tmp.2019.100589
https://doi.org/10.1016/j.jretconser.2022.103095
https://doi.org/10.1016/j.jretconser.2022.103095
https://doi.org/10.1016/j.tourman.2006.08.008
https://doi.org/10.1016/j.tourman.2006.08.008
https://doi.org/10.1016/j.jhtm.2020.04.005
https://doi.org/10.1108/IJCHM-07-2021-0831
https://doi.org/10.1016/j.jdmm.2021.100553
https://doi.org/10.1016/j.jdmm.2021.100553
https://doi.org/10.1006/obhd.2001.2973
https://doi.org/10.1006/obhd.2001.2973

JOURNAL OF FOODSERVICE BUSINESS RESEARCH 19

https://www.scmp.com/lifestyle/food-drink/article/2164853/best-things-eat-penang-
malaysias-food-paradise-hokkien-mee-char

Karagéz, D., Suess-Raeisinafchi, C., Isik, C., Dogru, T., Segota, T., Youssef, O., Rehman, A.,
Ahmad, M., & Alvarado, R. (2023). Event motivation, subjective well-being, and revisit
intentions during the second wave of the pandemic: Moderating effect of affective risk about
COVID-19 and perceived trust. Current Issues in Tourism, 26(24), 4069-4086. https://doi.
org/10.1080/13683500.2022.2158787

Katz, E., Blumler, J. G., & Gurevitch, M. (1974). Utilization of mass communication by the
individual. In J. G. Blumler & E. Katz (Eds.), The Uses of Mass Communications: Current
Perspectives on Gratifications Research (pp. 318-330). Beverly Hills, CA: Sage.

Keskin, E., Yayla, O., Sezen, N., & Dedeoglu, B. B. (2024). How do gastronomic festivals trigger
behavioral intentions? The role of hedonic and eudaimonic well-being. Journal of Hospitality
and Tourism Insights. https://doi.org/10.1108/JHTI-10-2023-0703

Kim, S. S., Kim, J., Badu-Baiden, F., Giroux, M., & Choi, Y. (2021). Preference for robot service
or human service in hotels? Impacts of the COVID-19 pandemic. International Journal of
Hospitality Management, 93, 102795. https://doi.org/10.1016/j.ijhm.2020.102795

Ko, Y. H,, Son, J. H., & Kim, G. J. (2023). An exploratory study of changes in customer dining
out behavior before and during COVID-19. Journal of Foodservice Business Research, 26(5),
700-718. https://doi.org/10.1080/15378020.2022.2036569

Kock, N., & Hadaya, P. (2018). Minimum sample size estimation in PLS-SEM: The inverse
square root and gamma-exponential methods. Information Systems Journal, 28(1), 227-261.
https://doi.org/10.1111/isj.12131

Kozak, M., & Rimmington, M. (2000). Tourist satisfaction with Mallorca, Spain, as an
off-season holiday destination. Journal of Travel Research, 38(3), 260-269. https://doi.org/
10.1177/004728750003800308

Kung'u, S. K., Muiruri, J. N., Makori, A., & Mapelu, 1. (2022). Assessment of co-joint factors
influence on guests’ choice of fine dining restaurants in Kenya. Assessment, 11(1), 248-262.
https://doi.org/10.46222/ajhtl.19770720.224

Kurkcu, B., Ustiinsoy, E., & Dedeoglu, B. B. (2023). Do health anxiety and social value shape
the intention to consume functional food: The role of health knowledge levels—evidence
from Istanbul. British Food Journal, 125(10), 3553-3572. https://doi.org/10.1108/BFJ-12-
2022-1050

Kusumawati, A., Utomo, H. S., Suharyono, S., & Sunarti, S. (2020). Effects of sustainability on
WoM intention and revisit intention, with environmental awareness as a moderator.
Management of Environmental Quality: An International Journal, 31(1), 273-288. https://
doi.org/10.1108/MEQ-03-2019-0064

Lacey, S., Bruwer, J., & Li, E. (2009). The role of perceived risk in wine purchase decisions in
restaurants. International Journal of Wine Business Research, 21(2), 99-117. https://doi.org/
10.1108/17511060910967962

Lee, J. H., Mustapha, A., & Hwang, J. (2019). Enhancing ethnic restaurant visits and reducing
risk perception: The effect of information and protection motivation. Journal of Hospitality
and Tourism Insights, 2(4), 341-357. https://doi.org/10.1108/JHTI-10-2018-0068

Lee, S., Lee, K. S., Chua, B. L., & Han, H. (2019a). Hotel restaurants’ challenges and critical
success factors in Klang Valley, Malaysia: The inseparable roles of support centers and
revenue streams. Journal of Quality Assurance in Hospitality ¢ Tourism, 20(1), 16-43.
https://doi.org/10.1080/1528008X.2018.1483284

Liu, P., & Tse, E. C.-Y. (2018). Exploring factors on customers’ restaurant choice: An analysis of
restaurant attributes. British Food Journal, 120(10), 2289-2303. https://doi.org/10.1108/BF]-
10-2017-0561


https://www.scmp.com/lifestyle/food-drink/article/2164853/best-things-eat-penang-malaysias-food-paradise-hokkien-mee-char
https://www.scmp.com/lifestyle/food-drink/article/2164853/best-things-eat-penang-malaysias-food-paradise-hokkien-mee-char
https://doi.org/10.1080/13683500.2022.2158787
https://doi.org/10.1080/13683500.2022.2158787
https://doi.org/10.1108/JHTI-10-2023-0703
https://doi.org/10.1016/j.ijhm.2020.102795
https://doi.org/10.1080/15378020.2022.2036569
https://doi.org/10.1111/isj.12131
https://doi.org/10.1111/isj.12131
https://doi.org/10.1177/004728750003800308
https://doi.org/10.1177/004728750003800308
https://doi.org/10.46222/ajhtl.19770720.224
https://doi.org/10.46222/ajhtl.19770720.224
https://doi.org/10.1108/BFJ-12-2022-1050
https://doi.org/10.1108/BFJ-12-2022-1050
https://doi.org/10.1108/MEQ-03-2019-0064
https://doi.org/10.1108/MEQ-03-2019-0064
https://doi.org/10.1108/17511060910967962
https://doi.org/10.1108/17511060910967962
https://doi.org/10.1108/JHTI-10-2018-0068
https://doi.org/10.1080/1528008X.2018.1483284
https://doi.org/10.1080/1528008X.2018.1483284
https://doi.org/10.1108/BFJ-10-2017-0561
https://doi.org/10.1108/BFJ-10-2017-0561

20 J. KUMAR ET AL.

Liu, Y., Cai, L., Ma, F., & Wang, X. (2023). Revenge buying after the lockdown: Based on the
SOR framework and TPB model. Journal of Retailing and Customer Services, 72, 103263.
https://doi.org/10.1016/j.jretconser.2023.103263

Lo, J. S. K, Tavitiyaman, P., & Tsang, L. W. S. (2024). Millennials’ perception of safety and
hygiene measures, perceived health risk, satisfaction and behavioural intention at upscale
restaurants amid COVID-19 pandemic. Journal of China Tourism Research, 20(1), 115-143.
https://doi.org/10.1080/19388160.2023.2175096

Mahmood, H., Rehman, A. U,, Sabir, 1., Rauf, A., Afthanorhan, A., & Nawal, A. (2022).
Restaurant diners’ switching behavior during the COVID-19 pandemic: Protection motiva-
tion theory. Frontiers in Psychology, 13, 833627. https://doi.org/10.3389/fpsyg.2022.833627

Majeed, S., & Ramkissoon, H. (2020). Health, wellness, and place attachment during and post
health pandemics. Frontiers in Psychology, 11, 573220. https://doi.org/10.3389/fpsyg.2020.
573220

Mehrabian, A., & Russell, . A. (1974). An approach to environmental psychology. MIT Press.

Nusairat, N., Hammouri, Q., Al-Ghadir, H., Ahmad, A., & Eid, M. (2020). The effect of design
of restaurant on customer behavioral intentions. Management Science Letters, 10(9),
1929-1938. https://doi.org/10.5267/j.msl.2020.2.021

Odeyemi, O. A. (2013). Perception of foreign students on food safety and hygiene practices
among food handlers in Malaysian restaurants: Public health perspective. International
Journal of Public Health Research, 3(1), 214-222.

Parker, C., & Mathews, B. P. (2001). Customer satisfaction: Contrasting academic and custo-
mers’ interpretations. Marketing Intelligence & Planning, 19(1), 38—44. https://doi.org/10.
1108/02634500110363790

Pei, W., Mayer, A., Tu, K., & Yue, C. (2020, April). Attention please: Your attention check
questions in survey studies can be automatically answered. Proceedings of The Web
Conference 2020, New York, NY, USA (pp. 1182-1193). Association for Computing
Machinery. https://doi.org/10.1145/3366423.3380195

Picchioni, F., Goulao, L. F., & Roberfroid, D. (2022). The impact of COVID-19 on diet quality,
food security and nutrition in low and middle income countries: A systematic review of the
evidence. Clinical Nutrition, 41(12), 2955-2964. https://doi.org/10.1016/j.cInu.2021.08.015

Pillai, S. G., Kim, W. G., Haldorai, K., & Kim, H.-S. (2022). Online food delivery services and
customers’ purchase intention: Integration of theory of planned behavior, theory of per-
ceived risk, and the elaboration likelihood model. International Journal of Hospitality
Management, 105, 103275. https://doi.org/10.1016/j.ijhm.2022.103275

Podsakoff, P. M., MacKenzie, S. B., & Podsakoff, N. P. (2012). Sources of method bias in social
science research and recommendations on how to control it. Annual Review of Psychology,
63(1), 539-569. https://doi.org/10.1146/annurev-psych-120710-100452

Rather, R. A. (2021). Monitoring the impacts of tourism-based social media, risk perception
and fear on tourist’s attitude and revisiting behaviour in the wake of COVID-19 pandemic.
Current Issues in Tourism, 24(23), 3275-3283. https://doi.org/10.1080/13683500.2021.
1884666

Rather, R. A., Hollebeek, L. D., & Rasoolimanesh, S. M. (2022). First-time versus repeat tourism
customer engagement, experience, and value cocreation: An empirical investigation. Journal
of Travel Research, 61(3), 549-564. https://doi.org/10.1177/0047287521997572

Rodriguez-Lépez, M. E., Del Barrio-Garcia, S., & Alcantara-Pilar, J. M. (2020). Formation of
customer-based brand equity via authenticity: The mediating role of satisfaction and the
moderating role of restaurant type. International Journal of Contemporary Hospitality
Management, 32(2), 815-834. https://doi.org/10.1108/I[JCHM-05-2019-0473

Rosemberg, M.-A. S. (2020). Health and safety considerations for hotel cleaners during
covid-19. Occupational Medicine, 70(5), 382-383. https://doi.org/10.1093/occmed/kqaa053


https://doi.org/10.1016/j.jretconser.2023.103263
https://doi.org/10.1016/j.jretconser.2023.103263
https://doi.org/10.1080/19388160.2023.2175096
https://doi.org/10.1080/19388160.2023.2175096
https://doi.org/10.3389/fpsyg.2022.833627
https://doi.org/10.3389/fpsyg.2020.573220
https://doi.org/10.3389/fpsyg.2020.573220
https://doi.org/10.5267/j.msl.2020.2.021
https://doi.org/10.1108/02634500110363790
https://doi.org/10.1108/02634500110363790
https://doi.org/10.1145/3366423.3380195
https://doi.org/10.1016/j.clnu.2021.08.015
https://doi.org/10.1016/j.ijhm.2022.103275
https://doi.org/10.1146/annurev-psych-120710-100452
https://doi.org/10.1080/13683500.2021.1884666
https://doi.org/10.1080/13683500.2021.1884666
https://doi.org/10.1177/0047287521997572
https://doi.org/10.1108/IJCHM-05-2019-0473
https://doi.org/10.1093/occmed/kqaa053

JOURNAL OF FOODSERVICE BUSINESS RESEARCH 21

Rosenstock, I. M. (2005). Why people use health services. The Milbank Quarterly, 83(4), 1-32.
https://doi.org/10.1111/j.1468-0009.2005.00425.x

Selim, M., Aidrous, I., & Semenova, E. (2020). International tourism: Prospects for develop-
ment in the post coronavirus world (Egyptian example). International Journal of
Management, 11(7), 1145-1155.

Sirimongkol, T. (2022). The effects of restaurant service quality on revisit intention in pan-
demic conditions: An empirical study from Khon Kaen, Thailand. Journal of Foodservice
Business Research, 25(2), 233-251. https://doi.org/10.1080/15378020.2021.1941560

Song, H. J., Yeon, J., & Lee, S. (2021). Impact of the COVID-19 pandemic: Evidence from the
US restaurant industry. International Journal of Hospitality Management, 92, 102702.
https://doi.org/10.1016/j.ijhm.2020.102702

Sweeney, J. C., Soutar, G. N., & Johnson, L. W. (1999). The role of perceived risk in the
quality-value relationship: A study in a retail environment. Journal of Retailing, 75(1),
77-105. https://doi.org/10.1016/50022-4359(99)80005-0

Teresi, J. A., Yu, X., Stewart, A. L., & Hays, R. D. (2022). Guidelines for designing and
evaluating feasibility pilot studies. Medical Care, 60(1), 95-103. https://doi.org/10.1097/
MLR.0000000000001664

Tjiptono, F., Khan, G., Ewe, S., & Dharmesti, M. (2022). Customer behavior during and post-
COVID-19 in Indonesia and Malaysia. In A. O. J. Kwok, M. Watabe, & S. G. Koh (Eds.),
COVID-19 and the evolving business environment in Asia. Springer. https://doi.org/10.1007/
978-981-19-2749-2_11

Torres, E. N., & Kline, S. (2013). From customer satisfaction to customer delight: Creating
a new standard of service for the hotel industry. International Journal of Contemporary
Hospitality Management, 25(5), 642-659. https://doi.org/10.1108/]JCHM-Dec-2011-0228

Van Embden, K., Jo, W., Holmes, M., & Xue, P. (2022). Customer evaluation of food truck
offerings through image, perceived risk, and experiential value. Journal of Foodservice
Business Research, 1-28. https://doi.org/10.1080/15378020.2022.2131965

Wang, M., Huang, L., Pan, C., & Bai, L. (2021). Adopt proper food-handling intention: An
application of the health belief model. Food Control, 127, 108169. https://doi.org/10.1016/j.
foodcont.2021.108169

Wang, Y. C,, & Lang, C. (2019). Service employee dress: Effects on employee-customer
interactions and customer-brand relationship at full-service restaurants. Journal of
Retailing and Customer Services, 50, 1-9. https://doi.org/10.1016/j.jretconser.2019.04.011

Wen, H., & Kwon, J. (2017). Restaurant servers’ risk perceptions and risk communication-
related behaviors when serving customers with food allergies in the US. International
Journal of Hospitality Management, 64, 11-20. https://doi.org/10.1016/j.ijhm.2017.03.
009

Zapata-Cuervo, N., Montes-Guerra, M. 1., & Jeong, M. (2023). How do restaurants respond to
the COVID-19 pandemic? Lessons from Colombian restauranteurs and their survival
strategies. Journal of Foodservice Business Research, 26(2), 186-207. https://doi.org/10.
1080/15378020.2021.2006037


https://doi.org/10.1111/j.1468-0009.2005.00425.x
https://doi.org/10.1111/j.1468-0009.2005.00425.x
https://doi.org/10.1080/15378020.2021.1941560
https://doi.org/10.1016/j.ijhm.2020.102702
https://doi.org/10.1016/j.ijhm.2020.102702
https://doi.org/10.1016/S0022-4359(99)80005-0
https://doi.org/10.1097/MLR.0000000000001664
https://doi.org/10.1097/MLR.0000000000001664
https://doi.org/10.1007/978-981-19-2749-2_11
https://doi.org/10.1007/978-981-19-2749-2_11
https://doi.org/10.1108/IJCHM-Dec-2011-0228
https://doi.org/10.1080/15378020.2022.2131965
https://doi.org/10.1016/j.foodcont.2021.108169
https://doi.org/10.1016/j.foodcont.2021.108169
https://doi.org/10.1016/j.jretconser.2019.04.011
https://doi.org/10.1016/j.ijhm.2017.03.009
https://doi.org/10.1016/j.ijhm.2017.03.009
https://doi.org/10.1080/15378020.2021.2006037
https://doi.org/10.1080/15378020.2021.2006037

2 J. KUMAR ET AL.
Appendix

Appendix 1: Measurement Items

Restaurant Safety Measures - (Jeong et al., 2022)

RSM 1: The restaurant’s restrooms were spotlessly clean and maintained with strict sanitary measures.
RSM 2: Utensils and condiments on the table were thoroughly sanitized, ensuring a safe dining environment.
RSM 3: Hand wash and sanitizer were readily available for customers, promoting hygiene.
RSM 4: The restaurant offered touch-less payment options, minimizing physical contact.
RSM 5: Staff adhered to hygiene standards, wearing masks and gloves, contributing to a safe dining experience.
Customer Satisfaction - (Hui et al., 2007; P. Liu & Tse, 2018)
CS1. | was satisfied with the services provided by the restaurant.
CS2. | was satisfied with the facilities offered by the restaurant.
CS3. The quality of the restaurant’s overall environment and ambience met my expectations.
CS4. | found the overall hygiene standards implemented by the restaurant to be satisfactory.
Customer Gratification - (Alhassan et al., 2020; Y. C. Wang & Lang, 2019)
CG1: Dining at this restaurant uplifts my mood when feeling down, providing a comforting atmosphere.
CG2: For me, visiting this restaurant serves as a means to alleviate stress and unwind from daily pressures.
CG3: | experience a sense of joy when the restaurant’s safety protocols, including cleanliness and staff hygiene
standards, along with service quality, meet my expectations.
CG4: Using touch-less payment systems at restaurants greatly enhances my convenience.
Perceived Risk Reduction - (Hakim et al., 2021)
PRR1: | feel assured about my safety when | dine out at restaurants.
PRR2: | trust that the restaurants | frequently visit are lower in risk.
PRR3: | am convinced that the restaurants | am familiar with prioritize and reliably ensure health safety.
Revisit Intentions - (Kusumawati et al., 2020)
RI1: 1 am inclined to revisit the restaurant.
RI2: | am considering revisiting the restaurant.
RI3: | intend to revisit the restaurant.

Appendix 2: Attention Check Questions

(1) We want to test your attention, so please click on the answer Agree.
(I) Strongly disagree
(II) Disagree
(IIT) Neutral
(IV) Agree
(V) Strongly agree
(2) We want to test your attention, so please click on the answer Disagree.
(I) Strongly disagree
(II) Disagree
(IIT) Neutral
(IV) Agree
(V) Strongly agree
(3) We want to test your attention, so please click on the answer Neutral.
(I) Strongly disagree
(II) Disagree
(IIT) Neutral
(IV) Agree
(V) Strongly agree
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